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ABSTRACT 
 
Several purposes of this research writing are to comprehend marketing activity at a private 
university in West Jakarta, the relationship between internet marketing with the brand, the relationship 
between internet marketing and performance of private universities in West Jakarta, and the relationship 
between the brand and the university's performance in West Jakarta. Data are taken from questionnaires 
to the management of the private university in West Jakarta and were analyzed using descriptive analysis 
as well as statistical analysis for non-parametric Spearman correlation. The results revealed that there 
was no significant relationship between neither internet marketing and brand nor internet marketing and 
performance. However, the internet marketing sub-variables, which proved to have a significant effect on 
brand or performance, is communication. Meanwhile, brand has a significant effect on performance. It 
can be concluded that the internet marketing activities performed by the university’s management does 
not have a high impact to brand and performance eventhough it has a positive correlation. Therefore, it is 
necessary to improve the communication component and to make improvement especially on other four 
components (product, price, community, and distribution) which currently have not provided any 
significant influence. 
 




Tujuan penulisan ini adalah memahami kegiatan internet marketing di universitas di Jakarta 
Barat, memahami hubungan antara internet marketing dengan brand, memahami hubungan antara 
internet marketing dan kinerja universitas swasta di Jakarta Barat, dan memahami hubungan antara 
brand dengan kinerja universitas di Jakarta Barat. Data diambil dari penyebaran kuesioner kepada 
pengelola universitas swasta di Jakarta Barat dan dianalisis menggunakan analisis deskriptif serta 
analisis statistik non parametrik korelasi Spearman. Hasil penelitian mengungkapkan bahwa tidak ada 
hubungan signifikan antara internet marketing dengan brand ataupun kinerja. Namun, sub variabel 
internet marketing, yaitu komunikasi terbukti berpengaruh signifikan terhadap brand ataupun kinerja. 
Sedangkan brand berpengaruh signifikan terhadap kinerja. Disimpulkan bahwa kegiatan internet 
marketing oleh pengelola universitas belum memberi dampak tinggi kepada brand ataupun kinerja walau 
memiliki korelasi yang positif. Oleh karenanya, perlu dilakukan peningkatan pada komponen komunikasi 
dan perbaikan, terutama pada empat komponen lainnya (produk, harga, komunitas, distribusi) yang 
belum berpengaruh signifikan. 
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